The ability to design tailored messages for specific listeners is an important aspect of human communication. The present study investigates whether a mere belief about an addressee's identity influences the generation and production of a communicative message in a novel, non-verbal communication task. Participants were made to believe they were playing a game with a child or an adult partner, while a confederate acted as both child and adult partners with matched performance and response times. The participants' belief influenced their behavior, spending longer when interacting with the presumed child addressee, but only during communicative portions of the game, i.e. using time as a tool to place emphasis on target information. This communicative adaptation attenuated with experience, and it was related to personality traits, namely Empathy and Need for Cognition measures. Overall, these findings indicate that novel nonverbal communicative interactions are selected according to a socio-centric perspective, and they are strongly influenced by participants' traits.
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Introduction
Recipient design is the adaptation of communicative behavior to a particular addressee (Garfinkel, 1967) . This is one instance of audience design (Clark & Carlson, 1982) , in which utterances are constructed according to what others in the communicative exchange know and believe (Clark, 1996) . Audience design has been reported in speech and actions in both naturalistic and experimental settings (Holler & Stevens, 2007; Jacobs & Garnham, 2007; O'Neill, Bard, Linnell, & Fluck, 2005; Ozyurek, 2002) , but there is still considerable debate over when, how, and why it is used. An outstanding issue is whether audience design is structurally linked to initial attempts to communicate, or whether it is used parsimoniously to repair erroneous attempts. Some authors support a socio-centric approach, in which communicative behavior is designed by taking into account the knowledge and characteristics of the addressee that are assumed to be part of common ground (Clark, 1996; Isaacs & Clark, 1987; Nadig & Sedivy, 2002) . Other authors suggest that the initial planning of utterances ignores common ground (egocentric approach) and that messages are adapted to addressees only when adjustments are required (Horton & Keysar, 1996; Keysar, Barr, & Horton, 1998 ).
In the current experiment, we test whether communicators adapt their messages to an important component of common ground information, i.e. their conceptual model of the addressee, while controlling for factors that might account for some of the conflicting empirical evidence (Barr, 2004; Brown-Schmidt, Gunlogson, & Tanenhaus, 2008; Keysar et al., 1998) . For instance, cognitive load of the communicative task, accessibility to memory representation,
